Abstract
THE IDENTIFICATION OF PERSUASIVE MESSAGE CAMPAIGN "WONDERFUL INDONESIA 2015"

Introduction
Indonesia is an country with archipelago and wide-spread seas, from Sabang to Merauke. Indonesia is growing to be one of traveling destinations, but not entirely exposed well. In 1992 the Indonesian government launched a campaign program to introduce the truly Indonesian tourism to the world. It was named "Visit Indonesia".
One point that should be improved in Indonesian tourism is that promotion.
In favor of gaining tourism potential, the government should take a good strategy. Indonesian government should adopt promotion as a tourism branding strategy. This is one of effective communication and a fast way to increase and expose Indonesia tourism.
The "Visit Indonesia" campaign was aimed to raise public awareness about the beauty of Indonesia nature which spread out from Sabang to Merauke. The campaign program has been ongoing since Indonesia is still dwelling on the figure of 7.5 million foreign tourists. Countries like Singapore-which is essentially a small country with meager resources, could make the country as an attractive tourism country. (Morissan, 2014:174) .
When the symbol unites individuals into a common understanding, then the actual identification process has taken place. Division or separation may also occur, because the language can lift identification or separation and division.
One of the existing identification is the similarity or proximity (consubtantiality). as in an organization where many parties are involved (Morissan, 2014:177) .
This process occurs through their hierarchy or strata divergence. is not, and also so that you can allocate costs for the particular areas of the campaign.
(10) Issues and Crisis Management. Risk is an inevitable part of a campaign, preparing for any possible risk is a crucial thing. (11) Evaluation. Evaluation is a continuous process, especially on the campaign within long period of time. Hence reviewing all specific elements is a compulsory.
One of the purpose of nation branding is tourism awareness. Anholt (Yee, 2009) said in "Anholt Branding Hexagon" (Fan (2006:6) First, is to improve the country's image and increase sales and exports in the presence of country-of-origin effects. Thus, the image is built in such a way that overseas audiences believe that the products produced by the country are reliable. Second, is for place marketing, which is to promote the country (or city in the country) as a tourism and investment destination. (Claristy, 2016: 6) .
Research Method
This study used a qualitative research approach. Bogdan and Taylor in (Moleong, 2008:4) states: "Methods of qualitative research as a research procedure that produces descriptive data in the form of words written or spoken from people and observed behavior.
Mean while (Nasution, 1996:34) adduce if qualitative approach have same goals: 1) Get the especially describe and holistic about all aspect from the research subject. 2) To see the phenomena overall with the context. 3) understanding the meaning. 4) To see the result of research be a speculative.
By Qualitative approach a research could make use of the teories be a theoretical foundation for this research therefore expected the result can be accounted by researcher.
This research is descriptive, the research describes the characteristics/traits of individuals, situations, certain groups as research objects. (Ruslan, 2008:12) . According to Sugiyono (2006:236) , "Descriptive Research is defined as a formulation of the problem that guides researchers to explore or photograph the social situation to be studied thoroughly, broad and deep."
To analyze this research we used descriptive method with case study.
Descriptive method analysis is a research method that make how to illustration about situsional and the recent condition.
Descriptive method illustrated and interpreted the object as it is.
Where as the case study method is how it's explained that any aspects an individu, The process of qualitative data analysis as suggested by Moleong above is very complicated and overlapping in phases. Stages of data reduction to data categorization is an integral process that can be collected in a data reduction. Because in this process, unit rafting and data categorization is already summarized (Moleong, 2008:88) .
Method of Data Collecting: Primary Data. This data source can be the respondent or the subject of research, from the results of conducting in-depth interviews and observation. Researchers used in-depth interviews to collect data in research. Researchers also used the snowball sampling, where the key informants and informants were acquired through informants' connection. Secondary Data. In this study, researchers used literature to explore and complement this research.
Result and Discussion
In regard to the aformentioned background and formulation of the problem, researchers sought information from interviews and observations during the study. This is performed to answer the purpose of this study, which is to determine the identification of the persuasive message from In this study, it was found that the used identification to design the campaign messages is the ideal identification. "Indeed, prior to creating the message of this campaign, we have always held a meeting, presenting specific data to see the market demand, our target market is diverse but we should set the campaign message as attractive as possible. Usually we conducted a survey to the field directly so that we can position ourselves as foreigners" In accordance with the aforestated data, it can be seen that the Wonderful Indonesia campaign target are country of China, Singapore, Japan, Malaysia, and Australia. "In designing the message in this campaign, we consider a lot of things, ranging from target our campaigns. For example, the Chinese state is currently the largest contributor of foreign tourists. In designing these messages, we know that the Chinese people are very happy with the history associated with their country and they are always joined in large group. Therefore, the promotion is spreaded with the use of Chinese language and promote their empire history that still exists in Indonesia, such as the story of the legendary admiral Cengho in Indonesia" "It is our promotion which contains a lot of content. We customize the message content to suit the target public, for example, if previously it was in China, now it is an example in the country of Japan. The Japanese were very happy with Asian countries in connection with the history of their former glory, and Indonesia was one of them. We provide the information that Indonesia is a country that is close to Japanese culture and we also provide information to them that acculturation Japanese culture is immersed in Indonesia." "Japan and China are small portion of example of persuasive messages procesing compiled by the Ministry of Tourism, Branding Division tried to adjust the content of the message that identifies the audience. Furthermore, the Branding Division also tried to convey the message through digital marketing, one of which is the website. Through the observation, researchers found that the current Indonesia Ministry of Tourism website is already available in various languages, such as Mandarin, English, German, Japanese and Italian.".
Preparing website in multiple languages
is also addressed by Komang Ayu as staff of Branding Division. She said that:
"In digital marketing promotion, we have a website in multiple languages which is dedicated for tourists of each country. This website is managed directly by staff of Indonesian ambassador in the representatives country. The contents also vary; starting from the latest news on Indonesian tourism to the tips and tricks for to holidaying Indonesia" In accordance with what Komang Ayu stated that on this website every news and information is written in a daily language that is used by tourists. This website is managed by a assigned Indonesian ambassador staff in the representatives country. This website explains what are the advantages of tourism in Indonesia and the similarities between Indonesia and the market-directed countries.
According to Burke, besides the language, trust can also be an identification that can unite humanity. Branding Dvision of Indonesia Ministry of Tourism saw this as an opportunity that can be used to attract tourists who are looking for spiritual tourism. Indonesia has the Borobudur temple, which is the world's largest Buddhist temple. It is confirmed by the statement from Budihardjanti:
"Indonesia has a lot of potential, if in the past we only had promoted its natural and cultural beauty, this time we will expand into pilgrimage tourism or spiritual travel. Indonesia is the largest Islamic country but at the same time it even has the Borobudur temple which is the world's largest Buddhist temple." Correspondingly with Budihardjanti, this message will be conveyed to the Asian markets that practice Buddhism. Given this similarity, tourists from Asian countries market will be interested to come to carry out spiritual tourism in Indonesia. It can be imagined how many millions of Buddhists residing in Asia that will go for spiritual travel to Indonesia. This is also confirmed by a statement from Budihardjanti:
"Today, we know social media is very influential in the lives of foreigners, many people are using social media to show their social existence. Therefore, our team has launched a social media account for Indonesian tourism, with contents of natural beauty of Indonesia. We upload a lot of photos and activities and inform details about what we do." "Well, today we focus on the digital marketing, we accelerate branding through digital marketing. Low cost and affordable, social media is an alternative work agenda to improve branding and invite tourists to come to Indonesia."
As identically described by Budihardjanti and Komang Ayu, Indonesia is striving to follow the market trend. Digital marketing is currently the main activities performed by Ministry of Tourism beneficial to promote tourism in Indonesia.
"Guilt" In Identification of Persuasive Messages Designing by Branding Division of Indonesia Ministry of Tourism "Guilt" in Burkhe's theory of identification is a negative situation that prevents message delivery to the audience. Messages which are currently being designed will encompass Indonesian tourism products, but will Indonesia be able to accommodate the desires of the foreign tourists? This is taken seriously by our informant stating that: "Currently, Indonesia is still in the stage of developing tourism, although Indonesia has not fully become the target of foreign tourists holidaying, but with the natural resources in Indonesia, I think Indonesia could become a country that can fulfill the desire for foreign tourists holidaying" (Budihardjanti) "So if we see, we have the potential and competitiveness, from nature and culture, because there are approximately 300 ethnicities in Indonesia, it is considered as a strength. Well the challenge would be 3A; attraction, accessibility, and amenities. If we want to go to Raja Ampat, for instance, we need 9 hours to get there. It proves that access to the area is very difficult to reach and also requires costly transportation. We have the potential but at the same time we are lacking of the transportation mode. Speaking competitiveness will also mean concerning the price of competitiveness."(Komang Ayu) F r o m t h e r e s p o n s e s g i v e n b y Budihardjanti and Komang Ayu, researchers saw that Indonesia has been able to satisfy the foreign tourists' need of vacation, but the infrastructure is not well-established yet, we have learn from closest countries of which infrastructures are solid.
In Burke's Theory of Identification, this is referred as "guilt" that can lead to negative situations between communicators with he communicants. It hinders the process of delivering a message to the tourists. Indonesia's negative sides must be neutralized as favorable as possible, so that the foreign tourists can accept the persuasive messages. This is also reinforced by a statement from Marischka Prudence, a travel blogger from Indonesia, where she stated that:
"Since a long time ago Indonesia has become one of exotic destinations, especially for people from European countries and even many popular locations internationally. The early discoverer were usually foreigners. A spot surfing in Mentawai, G-Land, or Wamena usually get a lot of visitors especially when the festival Baliem is held. Accommodating desire? depending on what kind of desire, each nation has the character (and of course the desire) that is different, so the suitable packaging and destination in Indonesia may differ from one country to another."(Marischka Prudence). "The problem of infrastructure is a typical problem in Indonesia. There are so many complaints that we received on this issue, we are still very limited in budget and improvement of infrastructure requires quite a long time, therefore now our campaign is more directed at tourism branding positioning." Indonesia has some flaws or "guilt".
These deficiencies include the infrastructure and branding of our tourism. When researchers asked about the campaign logo "Wonderful Indonesia" randomly in the Kota Tua area, three foreign tourists (Christian, Yura and Julien) did not know the logo of "Wonderful Indonesia". In his Theory of Identification Burke said that the symbols are important in the identification, symbols in this case is the branding logo of Wonderful Indonesia, which ill represent Indonesia's image in the eyes of the world.
Concerning this issue, Budihardjanti stated:
"Today the logo has been updated, if the previous one was using website information below, now it has ben removed. The time when creating that logo of Wonderful Indonesia we want society can easily recall the campaign of our national tourism, but somehow the evidence still shows that it's dif-ficult to raise brand awareness of this campaign in the community. Other countries like India has a campaign jargon "Incredble India". Every year in Berlin they manage to maintain a very good branding consistency. Year to year they have a powerful concept that is easy to remember, from logo to color in the highlight. I still hope that in the future Indonesia could be consistent in its branding development, avoiding a constantly changing campaign because it would be difficult to remember for the tourists. Deliberately we came up with a simple jargon; "wonderful" but still it's difficult to embed this campaign in society."
From the statement given by Budihardjanti, Wonderful Indonesia logo does requires branding affirmation. The message conveyed in the logo Wonderful Indonesia is Unity In Diversity, it is visible from the colors and figure of an eagle in the logo. Affirmation of this logo should be done continuously so that the tourists can remember branding of tourism in Indonesia.
Furthermore, the Branding Division of Indonesia Ministry of Tourism is currently overcoming the threat or the negative reviews on tourism in Indonesia. There are some reviews given by travel bloggers from other countries about the bad side of tourism in Indonesia. On this Marischka Prudence provides responses: "Speaking of negative reviews on t h e internet, of course it is everyone's right to do so, depending on one's intention to give a feedback. Therefore, I as a citizen of Indonesia have an obligation to counter balance the negative feedback by writing good reviews about Indonesian tourism."
In response to this Budihardjanti and Komang Ayu provides responses:
"This is actually a duty for our division, even though we design a possibly best design and strategy, those negative reviews regarding Indonesia woud still emerge. Not only on tourism but also on Indonesia restless political circumstances. We would try our best to create a positive image for tourism in Indonesia." (Budihardjanti) "This case is indeed often encountered by our division. This is our challenge as branding division. We will try the best possible to rectify bad responses by showing a good service when they go for a vacation here, so that such negative feedback can be diminished "(Komang Ayu).
Even though Indonesia is currently facing a lot of "Guilt", Bukhe said that "guilt" is inevitable in the process of identification, but agent of change must emphasize on similarities with the target audience than the "guilt" that exists. (Morrisan, 2013:176) . "Yes of course, one of the largest is the ITB exhibition in Berlin, Germany. During the expo travel abroad, we always adapt any existing messages in such a way in order to develop an understanding between foreign tourists with Indonesia tourism. At that time we held an expo in Abudabhi, all printed material and videos all use Arabic and we were emphasizing on the similarity of belief between Indonesia and Saudi Arabia. So that the SPG and usher were required to wear the veil and dress modestly and use a foreign language." "To my knowledge, every year we are sure to follow foreign expo, this is done so that the tourists can interact directly with our ushers and can inquire directly about holiday to Indonesia. At the expo we emphasize the direct interaction between visitors and our ushers."(Komang Ayu).
In accordance with what Budihardjanti and Komang Ayu said, in the expo the tourists can interact directly with the usher who knows the ins and outs of tourism in Indonesia. Burke said that to create consubstantiality, there should the similarity of meaning and language to establish mutual understanding between the communicator and the communicant. Therefore, every usher and the pavilion in the expo is obligated to use the international language and the native language of the host country.
In addition to promoting tourism in Indonesia, branding division also put forward other values contained in the Wonderful Indonesia. Budihardjanti mentioned that:
"Talk about value when the expo, we promote which are becoming consumer insight per country. For example if in Europe or America, we further highlight the value of such wonderful nature, culture, and value of money. Tourists from these countries visiting Indonesia because they want to run a business. That is why we put forward the value of money as well in our pavilion. " "Usually, before choosing a place for the expo, we will conduct a survey and meeting. How in this expo, Indonesia has unique selling points for the visitors. Usually with different countries, the liking is is also different." (Komang Ayu) Quoted "Through this tourism campaign, I want the tourists to see Indonesia as captivating and rich with its natural beauty, with all its diversity yet united as one" "I hope that our division's hard work to introduce Indonesia can be paid off with an increase in the number of foreign tourists visit to Indonesia. With our tagline of "Unity in Diversity", we want them to know that Indonesia is a country that is unique compared to other countries "(Komang Ayu) "Although I am not directly involved in the process of manufacturing the tagline, I believe that the tagline can show that Indonesia is a versatile country that can provide the needs of the tourists. I believe Indonesia can show diversity as an attraction for tourists to come and see how "Wow" Indonesian is" (Marisckha Prudence)
With the designed messages it is expected that tourists can understand the same message; to come and visit Indonesia.
Branding In categorizing which the researchers 
Conclusion
In this study, it was found that the use of identification to design the campaign messages is the ideal identification. With the Wonderful Indonesia campaign program, should feature the campaign messages as attractive as possible so it will attract many tourists to come. There is guilt and consubstantiality in the process of identification that affect the response of the tourists in response to the campaign message.
Occured guilt is happening due to the lack of awareness of the tourists to the Wonderful Indonesia campaign logo. Consubstantiality is in existing messages such as language, beliefs and ideas. With the identification of a good message, there will be a lot more consubstantiality than guilt, so persuasive messages can be done in improving the foreign tourist arrival target in the coming year. 
